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Abstract 
In this research, two dimensions of internet technology and e-commerce orientations have been considered. Based on the 
measuring these variables, the performance of each organization especially banks in the sales area has been evaluated. Also, the 
affectability coefficient of these two factors on the banks performance has been studied. The aim of current study is to investigate 
the casual relationships between internet technology with e-commerce orientations and organizations performance. Therefore the 
research method of this study is casual-correlation and also based on the study’s objective is the applied research. Research 
population of this study is chief and assistant managers of all the Ilam province banks that are equal with 394. All these managers 
are users of internet technology. Sampling method is stratified random that based on the Cochran formula are calculates as 150. 
Required data has been gathered by means of a standard questionnaire. For data analysis the Structural Equation Modeling 
(SEM) using LISREL software has been used. Data analysis shows that there are positive and meaningful relationships between 
internet technology and familiarity of customers with the e-commerce and also e-commerce experiences for organizational 
internal processes with organization’s performance. Also there are positive and meaningful relationships between familiarity of 
customers with the e-commerce and organization’s performance; but there are negative and meaningful relationships between e-
commerce experiences for organizational internal processes and organization’s performance.  
Keywords: internet technology, e-commerce, organizational performance, structural equations modeling;  
1. Introduction 
With development of new information and communication technologies (ICT), existing organizations in the 
different industries to achieve a competitive advantage needs to use these technologies. Organizations should 
withdraw the old methods and move towards the new technologies that based on the World Wide Web context 
(Parandeh, 2003).  
Therefore, investigation the effects of internet technology on the services organizations performance with the e-
commerce orientations have a great importance (Ruikar and carrillo, 2005). The increasing volume of e-commerce 
in the world, using it by the economic firms and gradual acceptation of it from consumers demonstrate potential 
advantages of e-commerce in the economic and commercial context. Thus, there is no choice to use it in the 
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economic and commercial activities. One of the important pre-requisites for e-commerce implementation is access 
to the Internet technologies (Saeedi, 2003). 
Therefore, the main research questions of this study are: To what extent services corporations and organizations 
such as banks are familiar with the Internet technologies (including websites, e-mail, weblog, etc.) and to what 
extent they accepted these conceptions and are acting according to it? For achieving this purpose based on the 
research analytical model, two dimensions of Internet technology and e-commerce orientations as independent and 
mediator variable have been identified respectively. By measuring each of these variables, the extent of 
organizational performance such as banks in the area of electronic sales will be evaluated. On the other hand, 
because of different role of these two factors (internet technologies and e-commerce orientations) the affectability 
coefficient of these factors on the banks performance will be investigated.  
2. Literature Review  
2.1. Internet Technology  
Internet is a set of computers that links together with telephone lines, fiber optics, Satellite lines and or other 
transform environment. They have not any central management or Ownership. Internet is a base for electronic 
marketing expansion especial in the developed countries. The Internet is an information technology (IT) that 
diffuses at exponential rates among the business-to-business organizations (Avlonitis and Karayanni, 2000). The 
Internet should be viewed as a channel for distribution, trade, and communication, and it is an efficient medium for 
information access, organization, and communication. In addition, it helps to store data in an inexpensive way, 
collect information rapidly and cheaply, provide information interactively in accordance with consumer needs, and, 
in comparison with printed marketing materials, it offers a greater sensory experience and can serve as a medium for 
trade (Peterson et al., 1997). The Internet’s core advantage lies in its great capacity of fast, efficient, integrated, and 
interactive exchange of information. Thus, the Internet facilitates the information exchanges between organizations, 
concerning issues such as discovery of new customer needs, trends of the local and global markets, competitive 
moves, joint development of products, joint selling activities, etc (Avlonitis and Karayanni, 2000).  
2.2. E-commerce  
Turban et al. (1999) defined e-commerce as the trade and exchange of products, services, or information through 
the Internet. Zwass (1996) pointed out that e-commerce means to share business information, maintain business 
relationships, and run a business through the Internet. This means that ecommerce already applies to other kinds of 
business activities and is no longer limited to product transactions. Currently, ecommerce applications can be split 
into three categories: (1) Business to Business (B2B); (2) Business to Consumer (B2C); (3) Consumer to Consumer 
(C2C) (Kalakota and Whinston, 1997). There are different models of e-commerce that describe the basic 
relationships between different players of the e-commerce context. Basically, nine main relationships and models of 
e0commerce have been identified in the literature. Table 1 shows the types of e-commerce models.  
 
Table 1. Different models of e-commerce 
 C (Customer) B (Business) G (Government) 
C (Customer) C2C C2B C2G 
B (Business) B2C B2B B2G 
G (Government) G2C G2B G2G 
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Ecommerce requires a business strategy focused on the optimum relationship between enterprise and enterprise 
and between enterprise and consumer. E-commerce can be viewed as combining innovative approaches, virtual 
applications, and Internet business operations into a single, revolutionary, enterprise, solution (Tsai and Cheng, 
2012).    
2.3. Performance appraisal in the services organizations 
 A performance appraisal (PA) or performance evaluation is a systematic and periodic process that assesses an 
individual employee’s job performance and productivity in relation to certain pre-established criteria and 
organizational objectives (Manasa and Reddy, 2009). Other aspects of individual employees are considered as well, 
such as organizational citizenship behavior (Muchinsky, 2006), accomplishments, potential for future improvement, 
strengths and weaknesses, etc (Broady and Steel, 2002). The style of performance appraisal includes the 
performance aspects and information sources which a superior considers, as well as the flexibility or rigidness with 
which the superior evaluates subordinates on certain performance criteria (see, e.g. Hopwood, 1974, pp. 109–115). 
Hopwood (1972) has laid the foundations for a number of performance evaluation styles by conducting research in 
the profit sector. There has been considerable research in which the behavioral effects of the different styles have 
been studied; sometimes the definitions of the styles have been altered slightly (see, e.g. Briers and Hirst, 1990; 
Otley and Fakiolas, 2000; Vagneur and Peiperl, 2000).  
3. Research conceptual framework  
In this research, Research conceptual framework is based on "SOTO-ACOSTA" model that evaluate the effect of 
Internet technology on firms performance. This model regarding three elements as key required elements of 
research. Figure 1 shows research conceptual framework. 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. The Research Conceptual Framework 
4. Research Hypotheses 
• H1: There is positive meaningful relationship between Internet technology and e-commerce familiarity 
for customer.  
• H2: There is positive meaningful relationship between Internet technology and e-commerce familiarity 
for internal organizational performance. 
• H3: There is positive meaningful relationship between applying Internet technology and in business 
affairs and organizational performance. 
• H4: There is positive meaningful relationship between e-commerce familiarity for customer and 
organizational performance.  
• H5: There is positive meaningful relationship between e-commerce familiarity for internal 
organizational performance and organizational performance.  
 
Internet technology 
Firm performance 
 
• E-commerce orientations 
• Customer's ability to using internet and web site in 
business affairs. 
• Employee's ability and internal performance to 
using internet and web site in business affairs 
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5. Methodology  
This study’s statistical population is managers and assistant of the entire bank branch of Ilam province as many 
as 394, that all these personals are using the Internet in their area of work, which regarding to Internet as an 
opportunity to provide more services to their customers. Statistical sample was chosen based on stratified random 
sampling that sample size based on Cochran's formula is equal 150. In this study has been used Standardized 
Assessment Questionnaire for examining hypothesis that content of this questionnaire has been completed based on 
research hypothesis and Data collected from the research literature review. To examine the validity of the 
questionnaire was used from standard and reliable resource and after the revision, among statistical population was 
distributed. In this study, to examine the reliability has been distributed the questionnaires number of 150 among is 
managers and assistant of the bank branch of Ilam province number of 150 personals. Then by using SPSS software 
has gained Cronbach's alpha value that is equal 91%. In this study regarding to value can be said, acceptability 
questionnaire and study measuring considered questions. Thus, this questionnaire has acceptable reliability. 
6. Analysis 
In this study regarding to usage structural equation modeling, in this study, initially, after drawing by Path 
diagram program by using PRELIS program, considered indexes were calculated for Model fitness. Then in the in 
structural model hypothesis have been examined with achieving measuring model using by β coefficient and t-test. 
For measuring the fitness of data can be used Kay Square () and indices of fitness (GFI). For considered model, 
test value is equal 259.25, these shows that in the statistical population, considered model is reliable. Other 
indicator is the following table:  
Table 2. Fitness indices of the Research Model 
 
Indicators Values 
RMSEA  0.0475 
NFI 0.85 
AGFI 0.65 
NNFI 0.86 
 
Among the cited indicators, GFI and RMSEA indicators have more importance. Since RMSEA index value is 
lower than 0.05, also GFI index value is approximately equal 1, therefore this current study model has a good 
fitness. 2 and 3 figures respectively shows β and t-test values for considered model (Kelloway, 1995).   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2. Standardized solutions of structural research model 
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7. Conclusion 
Using the Internet in commercial banks is essential and important, nevertheless for active these pourers, banking 
system is confronting two basic challenges. First, with Internet banking orientation many of old methods should be 
encompassed in electronic system framework. It is necessary to teach all of banks employees an appropriate 
education until employees adopted and aliened with new technology. The second challenge is associated with 
adaptation of banking tools and methods with people's culture, mentality and knowledge. In fact, Internet banking 
has serious needs of culture to attract customers. In the other hand, the society should have a culture for technology 
implementation and familiar with its usage method. One of the important prerequisites for e-commerce 
implementation is accessibility to Internet that proper and optimum use of it by personnel led to electronic business 
and commerce. Surly, for achieve for this purpose banks and other financial institutions should Equipped and 
developed associated electronic systems including ATM, POS, websites, integrated software. Regarding to these 
systems and required infrastructures the using possibility will be prepared for public in the society so that with 
increasing POS and ATM systems many corporations will able to integrated with their suppliers and providers.  
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